Abstract. Thailand is one of the most visited tourist destinations in the world. Hotel is one of the factors in decision making
INTRODUCTION
There are many ways to promote products and services in tourism and hospitality industry, for example, books, brochures, billboards, and the Internet. These channels aim to provide promotional materials and activities in order to inform, persuade, and stimulate different target audiences. However, the most cost-effective and the fastest way to advertise products and services and to promote business globally is through the use of the Internet. The rise of the Internet has changed the way people communicate and do business. For tourism industry, the Internet allows tourism entrepreneurs to promote their products globally at a much lower cost than traditional promotional tools. A website is important for any business because it not only allows customers to research product information before making a purchase, but also helps establish credibility and impression of a company. It is acknowledged that the company"s homepage is the most important page of the whole website (McGovern & Norton, 2001; Kyrnin, 2007; Parker, 2012; Myers, 2012; Landa, 2013) , so this page should be both informative and attractive in order to seize customers" attention.
It is important to emphasize that the offering in tourism and hospitality industry is both tangible and intangible. That is, this industry offers customers the products that can be seen, such as a hotel room, and also the aspect of tourism that cannot be seen or touched by customers, such as services a hotel gives. Therefore, it is essential for tourism and leisure marketing to be able to promote the intangible values and experiences and help create the perceived value of the products. Besides the beautiful pictures that catch the eyes of the target customers, the content posted on hotel homepages needs to be able to deliver those features in an attractive, persuasive, and informative way in order to compete in such a competitive business environment successfully. Therefore, it is worth exploring the information and organization of the textual elements presented in the content area and the writing strategies used in international hotel homepages. This study aims to investigate hotel homepages according to the research objectives below:
1. To analyze the moves and their structure of the textual elements in the content area of the homepages of popular international hotel websites, 2. To examine the writing strategies used in each move found from research.
Objective 1
The main research questions are thus the following: 1. What are the moves and their structure in the content area of the homepages of popular international hotel websites? 2. What are the writing strategies used in each move found from Research Question 1?
LITERATURE REVIEW

Promotional genre in tourism
Promotional discourse aims to inform and promote ideas, products, or services to a particular group of people. Advertisement is a form of promotional discourse for marketing communication that can help deliver promotional messages to the target customers. In the context of tourism industry, its advertising is different from other industries in terms of its products in the sense that most of the products and services available in tourism industry are both tangible, such as souvenirs and intangible, such as a package holiday. Customers buy the intangible products on the basis of symbolic expectations which can be demonstrated through words, pictures, sounds and other media. Therefore, leisure and tourism experiences are being established in customers" imagination through media and advertising. It is stated that tourism marketing is all about selling of dreams, and tourism by itself is an illusion. Particularly, tourism and leisure operators use a lot of images in their advertising in order to help the viewers construct an image of certain destinations, places, products and services in their mind (Morgan & Pritchard, 2000) . Therefore, tourist brochures and advertising consist of several images and text altogether.
One of the most effective ways for businesses to advertise is through online advertising. The Internet is one of the primary tools used for searching for information and it allows consumers and businesses to communicate to one another easily. Additionally, consumers nowadays use the Internet to seek for information, and rely on those pieces of information to make decision and reservations (Sabaruddin et al., 2015) . Especially, consumers nowadays can go through countless travel websites to research travel information, images and online reviews. With a wide-reaching access to the travel information that can be done online, there is a rapid growth of travel websites to facilitate consumers for online searching. Specifically, the basic goals of a website are varied. For example, some companies may use websites to provide information, to sell products or services, to build company"s reputation, or to serve as an online store (Minnick, 2016) . Even so, Gregory et al. (2010 cited in Sabaruddin et al., 2015 assert that information is the primary reason why individuals visit a website. Besides, the information on the web is considered as the most fundamental element of a website.
Generic structures in promotional materials
There are several studies that have analyzed moves and their structure of advertisement, for example, Bhatia (2004; 2005) , Labrador et al. (2014) , van der Vliet & Redeker (2014), and Luo & Huang (2015) However, these studies have different focuses. For example, Bhatia (2004; 2005) investigated hotel printed advertisement, van der Vliet & Redeker (2014) investigated magazine advertisement, whereas Labrador et al. (2014) and Luo & Huang (2015) investigated tourist brochures.
The current study used van der Vliet & Redeker (2014)"s generic structure as the analysis framework. This structure was developed from the well-known generic structure of hotel printed advertisement proposed by Bhatia (2005) . So, it should have a solid foundation for the analysis. From their study, there are nine moves that play important functional elements of such advertisement. Table 1 compares the original generic move structure from Bhatia (2005) and that from van der Vliet & Redeker (2014) in order to highlight some differences between the two. Bhatia (2005) , which is Move 9: Reference to external material. The communicative purpose of each move is adapted from Bhatia (2005) and is explained, as follows;
Move 1: Get attention. This move is used to attract customers" attention. Move 2: Establish a niche. This move helps justify the products or services by establishing a niche.
Move 3: Detail the product/service. This move aims to describe and identify product or service.
Move 4: Establish credentials of the company. This move aims to build trust and credentials which can be done by indicating celebrity endorsement and stating positive and long established service records.
Move 5: Endorsement or testimonials. Similar to Move 4, this move aims to build trust and credentials which can be done by indicating endorsement given by authorized organization and pinpointing testimonials.
Move 6: Offer incentives. The communicative purpose of this move is to offer special offers and/or discount to customers.
Move 7: Use pressure tactics. Similar to Move 6, the communicative purpose of this move is to offer special offers and/or discount to customers. However, the difference is that this move offers savings only if customers purchase products or services within a specified deadline.
Move 8: Solicit response. This move aims at encouraging further individual communication by providing information such as address, email address, and contact number.
Move 9: Reference to external materials. The communicative purpose of this move is to provide further relevant materials to customers.
Writing strategies used in promotional materials
Aside from moves and their structure, the current study is also interested in examining writing strategies used in each of the moves identified, which is highly influenced by the study on writing strategies used in tourist brochures from Luo & Huang (2015) . According to their findings, there are 8 moves in the generic structure of the tourist brochures included as their data and their corresponding writing strategies found in each move are presented, as follows;
Move 1: Attract tourists' attention. Two strategies are used to attract tourists" attention. Firstly, it can be done by stating the name of tourist destination, for example, BAY CITY GUIDE-EXPLORE SAN FRANCISCO. Secondly, it can be done by highlighting specialties, for example,
TOUR IN SAN FRANCISCO: YOSEMITE TRAIN TOURS, PREMIUM WINE TOURS.
Move 2: Targeting the market. In their study, targeting the market can be done by two strategies; by defining keywords (e.g. CARMEL: DOG-FRIENDLY TOUR & ECO-FRIENDLY TOUR) , and by defining the theme of tours (e.g. Content of CARMEL: The great outdoors, wining and dining, be enlightened by arts, and history buff). These two strategies are used to build up potential customers" interest and attract them to find further information.
Move 3: Establish credentials. These elements display elaborate descriptions to indicate destination"s uniqueness, and positive feedback from authorities or visitors. There are two strategies used to establish credentials; by indicating the value of the tourist destination (e.g. "The most significant mention received was that of Monterey County being designed as one of the top 10 wine destinations in the world, and Carmel is the only destination in California to make the list!"), and by giving endorsement (e.g. "Carmel was rated #3 in the list of the world's best cities for romance"). Move 8: Solicit responses. As for tourist brochures, it is obligatory to offer tools for soliciting responses such as addresses, telephone numbers, official website, and social network accounts. This information is used to offer assistance or to get feedback from customers.
It can be seen that there is a variety of writing strategies that can be used in each move to deliver the same communicative purpose. This present study, therefore, also aims to analyze writing strategies used in the textual elements of hotel homepages with the hope to identify how each move is composed to achieve its communicative purposes.
METHODOLOGY
The current study adopted van der Vliet & Redeker (2014)"s generic structure of advertisement as the analysis framework to investigate moves and their structure of hotel homepage because of three reasons. Firstly, this generic structure was proposed from an analysis of commercial advertisements from magazines, and was developed from the well-known generic structure of printed advertisement by Bhatia (2005) . Therefore, this generic structure should have a solid foundation for the analysis. Secondly, there are certain similarities and differences between these two generic structures which are already clearly explained in the literature review part. Some moves from Bhatia (2005) are excluded from van der Vliet & Redeker (2014)"s work, and one new move is suggested. Finally, the van der Vliet & Redeker (2014)"s generic structure is more up-todate, and therefore, more applicable for this research.
The hotel homepages included into this study were selected based on the combination of three sampling methods; purposive, quota, and stratified. Specifically, the countries participating in this corpus were purposively selected based on their rankings on the "top ten most visited countries around the world" provided by The World Tourism Organization (2015). Then, quota sampling method was applied. The ranking of the top three most visited cities in each country provided by the website TripAdvisor was utilized in this process. According to this ranking, China, Macau and Hong Kong can be merged into the same location since Hong Kong and Macau were listed in the top most visited cities in China. So, they should not be treated as separate countries from China. All in all, there are 8 destinations in total to be analyzed in this study. Finally, for stratified random sampling method, since the present study aims to analyze hotel homepages from 8 countries, sometimes there are multiple languages used in these official websites. However, this present research would like to focus solely on English language websites, so if any of the websites listed in the top 3 ranking does not provide the English language version, those sites were excluded. Instead, the websites which are placed in the latter ranking were chosen. The screenshots of the 24 hotel homepages were made on 1 October 2016 and they were coded as HUS01-02, HSP01-03, HCH01-13, HFR01-03, HIT01-03, HUK01-03, HGE01-03, and HTH01-03, respectively. The names of 24 hotels selected to be in the current corpus are listed in Table 2 . The frameworks used to segment homepages in the present corpus were adapted from West (2013) and Minnick (2016) which categorize homepage elements into 3 main areas; namely, header, content, and footer area. Figure 1 illustrates how a hotel homepage is segmented into three main areas following the two chosen frameworks. To illustrate, a header, logo, and navigation bar were categorized into the header area. Banners, textual contents, pictures, and articles were categorized into the content area, and the section that contains information placed at the bottom of homepage was categorized into the footer area. The textual elements used in the move analysis were selected from the content area of the hotel homepages.
Fig. 1 The desktop homepage layout of HUK01
To increase reliability of the analysis, inter-coder reliability was conducted to analyze 30% of the hotel homepages. Two experienced professors in English Language Teaching were invited as inter-coders. One holds a PhD in Linguistics and the other received an EdD in Applied Linguistics. This research relied on the percentage of agreement. Each coder coded the similar case separately, and then the final coding was compared among the two invited coders and the researchers of this investigation. The final result showed that the percentage of agreement is 96% which means sufficient and acceptable agreement.
RESULTS AND DISCUSSION
According to van der Vliet & Redeker (2014), there are 9 common moves found in online advertisements. From the current analysis of the present study, all 9 moves from van der Vliet & Redeker (2014) were found in the hotel corpus. Besides, there is one extra move that does not exist in van der Vliet & Redeker (2014)"s framework which is "Provide detail of tourist attraction*". The detail of each move will be elaborated in the later sections.
Importantly, it was found that some pieces of text in the content area can serve more than 1 communicative purpose, therefore they can function as multiple moves in this study. The researchers believe that one text does not necessarily function as 1 specific move only. For example, hotels use headlines and images to attract attentions from customers (Move 1). However, textual elements used to grab customers" attraction can also convey other messages. More details will be shared in the following section. Table 3 below provides a summary of the moves found in the corpus of the hotel homepages, including their frequency and examples. All the moves found in this study are arranged in Table 3 according to their frequency. Note: * means new extra move that does not exist in van der Vliet & Redeker (2014) .
None of the 24 hotel homepages consists of nine moves altogether. From the findings, 'Move 1: Get attention' is the only move found in all the hotel homepages (100%), followed by "Move 2: Detail the product/service' which achieves 95.8% occurrence. Next, 'Move 3: Establish credentials of the company' occurs less frequently at 66.66% of the corpus, followed by 'Move 4: Offer incentive' (50%). According to these frequencies, it can be concluded that only Move 1 is considered as an obligatory move. Move 2, and Move 3 are conventional moves, and Move 4 to Move 10 are optional moves, following the criteria proposed by Rasmeenin (2006) . Below are the details of the nine moves found in this present study.
Move 1: Get attention. All hotel homepages have this move. The communicative purpose of this move is to grab attention and give readers a preview of what to expect on the content. There are two writing strategies that can be used to attract the readers" attention, which are headlines and visual images. Headlines are usually big, bold, and outstanding. Font and font size play an important role to attract a crowd and make an impact. It is important for businesses to create standout headlines, so they can draw attention to the parts of text. However, headlines are not necessarily written in a full sentence form, but can be nouns and noun phrases, for example, Stay longer in Hong Kong to enjoy more (HCH01), and Pick your perk (HUS01). The second strategy is to use visual images to capture the readers" interest. Specifically, images are organized closely to the headline to create more impact and entice the readers to read the content posted.
Move 2: Detail the product/service. Twenty-three hotel homepages employ this move. The communicative purpose of this move is to describe the detail of product or service. In the case of hotels, there is a variety of products/services that they offer to their customers, such as rooms, meeting venues, in-house restaurants, spas, and hotel locations. Besides, hotels also like to make a promise to customers that they will experience a remarkable service when they stay in their hotels. In other words, there are 2 writing strategies used; describing product/service details and making a promise. It is also found that all the hotels provide images of their places on their homepages.
 Move 5: Endorsement and testimonials. This move also aims to establish confidence to the potential customers. There are 2 writing strategies used. Firstly, the hotels indicate testimonials given by customers. Secondly, the hotels indicate endorsement evidences given by people or organizations who recommend the hotel in order to promote their products to the public. The analysis shows that 45.8% of the hotels mention endorsements and/or testimonials on their homepages. Specifically, the endorsement organization and testimonial sources that can be seen in the present hotel corpus are from Condé Nast traveler, Forbes Travel Guide, and TripAdvisor.
 Move 8: Establish a niche. In the present corpus, 6 hotels employ this move which helps to indicate the importance or the needs for the product or service, and/or to establish a niche. Two writing strategies are found. Firstly, the analysis has revealed that the detailed description of what hotels offer is complemented with information on the product features that aim at satisfying specific market needs. The hotels can deliberately set out to associate their brands to satisfy specific customers" needs. Secondly, it is found that one hotel establishes a niche by claiming that they are the only hotel who provides certain products/service.
 Hotel adapted for people with reduced mobility: handicap accessible rooms, wheelchair loans and adapted phones (HFR01): Associating their brands to satisfy specific customers" needs  For Pets, Everyone's a V.I.P (HUK01): Associating their brands to satisfy specific customers" needs Move 9: Provide detail of tourist attraction*. This particular move is a new move found in the present corpus. Some hotels do not only provide details about their products and services alone, but they also provide further detail about their country, city, or tourist attractions nearby. One writing strategy is found, which is providing details on how amazing the city is. Six hotels or 25% employ this move in the present corpus.
 
CONCLUSION
According to the findings, there are 9 moves found in the hotel homepages. However, none of them includes all 9 moves together in their homepages. The common moves used (more than 50% of all hotel homepages) are Move 1: Get attention (100%), Move 2: Detail the product/service (95.8%), Move 3: Establish credentials of the hotel (66.66%), and Move 4: Offer incentives (58.3%).
Moreover, the current study has identified one new move that does not exist in van der Vliet & Redeker (2014) , which is "Move 9: Provide detail of tourist attraction". As the present study analyzed hotel advertising on hotel homepages, while van der Vliet & Redeker (2014) analyzed printed advertising on lifestyle magazines, therefore, the difference could occur due to the different nature of the two types of business.
As for the writing strategies used, varied strategies can be applied when writing the content in each move. For example, there are two writing strategies found that can be used to deliver Move 1: Get attention, which are using headlines and visual images, and there are two writing strategies used in Move 2: Detail the product/service, which are describing product/service in details and making a promise. The findings on the moves and writing strategies used in each move can be used as a guideline and teaching materials to teach students in many fields, such as marketing, and tourism and hospitality fields to write efficient content for hotel homepages. Also, it can be beneficial for hoteliers and web developers who are responsible for writing content on hotel homepages for effective communication of their businesses.
